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 The paper summarized two variables of Shopping Environment and Transaction
Cost and build the model of Channel Choice affecting by Shopping Motivation and
Channel Attribute, depending on the theory of marketing and summarized the
factors that affected the channel choice behavior of consumers. The study
designed the questionnaire by borrowing ideas from other studies in the area of
marketing. After getting data from website, the model was tested by empirical
study. By using the SPSS 17.0, this study supported that Practical Motivation
affected consumers’ Traditional Channel Choice positively and Entertainment
Motivation affected consumers’ Network Channel Choice positively supported by
Descriptive Statistics, Regression Statistics and ANOVA. The result also showed
that Shopping Environment and Transaction Cost moderated the relationship
between Entertainment Motivation and consumers’ Network Channel Choice.
Some marketing recommendations such as channel integration, transition of
bookshop and reducing transaction cost were proposed at last.
 The innovation of this study was that the model was build depending on the
theory of consumption behavior and treated the channel attribute as moderator,
which was different with the other studies about channel migration and factors
studying of channel choice. Consequently, researching the factors affecting the
channel choice from the systemic point of view was not only valuable for the
feature research but also helpful for the bookshops to make marketing decisions.
         














         
[1]Abraham Harold Maslow. A theory of human motivation [J].Psychological review, 1943, 50(4):370.
[2] Denhardt R B, Denhardt J V, Aristigueta M P. Managing human behavior in public and nonprofit
organizations[M]. SAGE Publications, Incorporated, 2012.
[3] Jay G Blumler, Katz, Elihu. The uses of mass communications: Current perspectives on gratifications
research [M].Sage publications Beverly Hills, CA, 1974.
[4] Douglas Waples, Berelson, Bernard, Bradshaw, Franklyn R. What reading does to people[M].Univ. Chicago
Press,1940.
[5] 菲律普&#8226;科特勒,梅汝和.营销管理（第十一版）[M]. 上海人民出版社 2005 年版,2003.
[6] Terence A Shimp, Kavas, Alican. The theory of reasoned action applied to coupon usage[J].Journal of
Consumer Research,1984,795-809.
[7] Richard P Bagozzi, Baumgartner, Hans, Yi, Youjae. State versus action orientation and the theory of
reasoned action: an application to coupon usage[J].Journal of Consumer Research,1992,505-518.
[8] Icek Ajzen. The theory of planned behavior[J].Organizational behavior and human decision
processes,1991,50(2):179-211.
[9] Torben Hansen, M&#248;ller Jensen, Jan,Stubbe Solgaard, Hans. Predicting online grocery buying intention:




[12] Fred D Davis, Bagozzi, Richard P, Warshaw, Paul R. User acceptance of computer technology: a
comparison of two theoretical models[J].Management Science,1989,35(8):982-1003.
[13] Inge M Klopping,Mckinney, Earl. Extending the technology acceptance model and the task-technology fit
model to consumer e-commerce[J].Information technology learning and performance journal,2004,22(35-48).
[14] Robert C Blattberg, Kim, Byung-Do, Neslin, Scott A. Database marketing: analyzing and managing
customers[M].Springer,2008.
[15] Robert A Peterson, Balasubramanian, Sridhar, Bronnenberg, Bart J. Exploring the implications of the
Internet for consumer marketing[J].Journal of the Academy of Marketing Science,1997,25(4):329-346.
[16] Sridhar Balasubramanian, Raghunathan, Rajagopal, Mahajan, Vijay. Consumers in a multichannel
environment: Product utility, process utility, and channel choice[J].Journal of Interactive
Marketing,2005,19(2):12-30.
[17] Sebastian Van Baal,Dach, Christian.Free riding and customer retention across retailers' channels[J].Journal
of Interactive Marketing,2005,19(2):75-85.
[18] 涂红伟,周星.产品价格与消费者渠道迁徙路径之间的关系研究[J].现代管理科学,2013（12):18-21.
[19] Judi Strebel, Erdem, Tülin,Swait, Joffre. Consumer search in high technology markets: Exploring the use of
traditional information channels[J].Journal of Consumer Psychology,2004,14(1):96-104.
[20] Denise D Schoenbachler, Gordon, Geoffrey L. Multi-channel shopping: understanding what drives channel
choice[J].Journal of Consumer Marketing,2002,19(1):42-53.
[21] Alexandru M Degeratu, Rangaswamy, Arvind,Wu, Jianan. Consumer choice behavior in online and
traditional supermarkets: The effects of brand name, price, and other search attributes[J].International Journal of
Research in Marketing,2000,17(1):55-78.
[22] Nancy Jo Black, Lockett, Andy, Ennew, Christine, Winklhofer, Heidi, Mckechnie, Sally. Modelling
consumer choice of distribution channels: an illustration from financial services[J].International Journal of Bank
Marketing,2002,20(4):161-173.
[23] Denise D Schoenbachler, Gordon, Geoffrey L.Multi-channel shopping: understanding what drives channel














[25] Naveen Donthu,Garcia, Adriana. The Internet Shopper[J].Journal of Advertising
Research,1999,（3）：52-58.
[26] Mary Ann Eastlick,Lotz, Sherry. Profiling potential adopters and non-adopters of an interactive electronic
shopping medium[J].International Journal of Retail & Distribution Management,1999,27(6):209-223.
[27] Mary Wolfinbarger,Gilly, Mary C. Shopping online for freedom, control, and fun[J].California
Management Review,2001,43(2):34-55.
[28] Kevin L Webb.Managing channels of distribution in the age of electronic commerce[J].Industrial
Marketing Management,2002,31(2):95-102.
[29] Ronald H Coase.The nature of the firm[J].Economica,2007,4(16):386-405.
[30] Leo R Vijayasarathy. Predicting consumer intentions to use on-line shopping: the case for an augmented
technology acceptance model[J].Information & Management,2004,41(6):747-762.
[31] Jungjoo Jahng, Jain, Hemant, Ramamurthy, K,Jahng, Correspondence Dr Jj.Personality traits and
effectiveness of presentation of product information in e-business systems[J].European Journal of Information
Systems,2002,11(3):181-195.
[32] Robert A Peterson, Balasubramanian, Sridhar, Bronnenberg, Bart J.Exploring the implications of the
Internet for consumer marketing[J].Journal of the Academy of Marketing Science,1997,25(4):329-346.
[33] 所罗门.消费者行为学（英文版&#8226;第8版）[M].北京：中国人民出版社,2010.7.1.
[34] Francesco M Nicosia.Consumer Decision Processes; Marketing and Advertising Implications[J].1966.
[35] Andrew G Parsons.Non-functional motives for online shoppers: why we click[J].Journal of Consumer
Marketing,2002,19(5):380-392.
[36] C Brad Crisp, Jarvenpaa, Sirkka L,Todd, Peter A. Individual differences and internet shopping attitudes and
intentions[J].Graduate School of Business Working Paper, University of Texas,1997.
[37] Youn‐Kyung Kim, Kang, Jikyeong,Kim, Minsung. The relationships among family and social interaction,
loneliness, mall shopping motivation, and mall spending of older consumers[J].Psychology &
Marketing,2005,22(12):995-1015.
[38] Pamela D Morrison, Roberts, John H. Matching electronic distribution channels to product characteristics:
the role of congruence in consideration set formation[J].Journal of Business Research,1998,41(3):223-229.
[39] Jungjoo Jahng, Jain, Hemant, Ramamurthy, K. Effective design of electronic commerce environments: A
proposed theory of congruence and an illustration[J].Systems, Man and Cybernetics, Part A: Systems and
Humans, IEEE Transactions on,2000,30(4):456-471.
[40]吴泗宗,苏靖.消费者渠道选择意愿形成机制研究[J].当代财经,2012,1.
[41] Adrian Payne,Frow, Pennie.The role of multichannel integration in customer relationship
management[J].Industrial Marketing Management,2004,33(6):527-538.
[42] Arvind Rangaswamy,Van Bruggen, Gerrit H.Opportunities and challenges in multichannel marketing: An
introduction to the special issue[J].Journal of Interactive Marketing,2005,19(2):5-11.
[43] Michael Nicholson, Clarke, Ian,Blakemore, Michael.'One brand, three ways to shop': situational variables
and multichannel consumer behaviour[J].The International Review of Retail, Distribution and Consumer
Research,2002,12(2):131-148.
[44] Galen T Trail, James, Jeffrey D. The Motivation Scale for Sport Consumption: assessment of the scale's
psychometric properties[J].Journal of Sport Behavior,2001,24(1):108-127.
[45] Lei-Da Chen,Tan, Justin. Technology Adaptation in E-commerce:: Key Determinants of Virtual Stores
Acceptance[J].European Management Journal,2004,22(1):74-86.
[46] Pierre Chandon, Wansink, Brian, Laurent, Gilles. A benefit congruency framework of sales promotion
effectiveness[J].The Journal of Marketing,2000,65-81.
[47] Gayathri Srinivasan, James, Carey M,Krzycki, Joseph A. Pyrrolysine encoded by UAG in Archaea: charging
of a UAG-decoding specialized tRNA[J].Science,2002,296(5572):1459-1462.













technology acceptance model[J].International Journal of Electronic Commerce,2003,7(3):101-134.
[49] Eric J Johnson, Moe, Wendy W, Fader, Peter S, Bellman, Steven, Lohse, Gerald L.On the depth and


















Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
